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ABSTRACT 
 
This document evaluates the feasibility of LarGo app business proposal. LarGo is a mobile app 
focused on improving mobile payments at table-service restaurants. Largo’s goal is to improve 
the dinning experience for both diners and restaurant operators providing a much faster and easy 
payment solution. 
 
The business intent to make profit from the restaurant industry, which sales are forecasted to 
reach $800 billion in 2017 making it one of the biggest industries in the U.S. As of today, the 
full-table service industry, including single location restaurants and chains, generates over $200 
billion in revenue.    
 
LarGo app is connected to the Point Of Sale system of the restaurant and allows diners to open 
and close their check whenever they want. Technologies like these provide restaurants a 
competitive advantage plus the possibility to grow sales by enhancing seat-turnover and 
customer satisfaction. Moreover, LarGo app serves as a customer relationship management tool. 
Restaurants will have the opportunity to gather customer information in order to deliver a more 
personalized service in the future.  
 
The estimated funds needed in order make this project real are projected to be $105.000, and the 
whole pre-launch plan will take 5 months. Upon that, our target is to lineup 1,000 restaurants by 
Year 4. According to different assumptions described in this document, if we are able to offer 
that amount of restaurants our revenue will reach $2.9 million. 
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CHAPTER 1: EXECUTIVE SUMMARY 
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CHAPTER 2: GENERAL COMPANY DESCRIPTION 
 
LarGo app aims to provide its users with a convenient payment solution at table-service 
restaurants and contribute to improving the dining experience for both diners and business 
operators.  
2.1  Mission Statement 
Our roadmap starts with our mission. It declares our purpose as a company and will serve as the 
standard against which we will weigh our actions and decisions.  
 
• To turn complex problems into simple solutions 
• To inspire the feeling of convenience 
• To create value and improve performance 
2.2  Vision Statement 
A world with convenient, but secure payment methods. 
 
Our vision will serve us as the framework for our roadmap and will guide every aspect of our 
business in order to achieve sustainable, quality growth.  
 
• People: Create and maintain an optimistic environment where each and every one of our 
employees is inspired to be the best they can be. 
• Service: Deliver the convenience of mobile payments to our customers. 
• Partners: Nature a winning network of customers to create mutual value.  
• Profit: Maximize long-term return to shareowners while being mindful of our overall 
responsibilities. 
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2.3  Company values 
Our company values will guide our actions in the future. 
 
• Leadership 
• Collaboration 
• Integrity 
• Passion 
• Creativity 
• Diversity 
• Quality 
• Service
2.4  Company Goals and Objectives 
Our goal is to be a healthy, successful company that is a leader in customer satisfaction 
and that has a loyal customer following.  
 
Our objectives are: 
• 5,000 restaurants around the globe by 2022 
• Be present in at least 5 different countries 
• 2.5 million transactions per month by the end of 2022 
• Integrate major brans such as Amazon, Google, Trip Advisor, and Eater 
• Generate 5 million reviews by verified diners 
2.5  Structure of the Company  
This company will start as a limited liability company owned by Marc Recasens. 
However, there is an intention to graduate to more complex business forms as the 
business develops.   
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CHAPTER 3: PRODUCT AND SERVICES 
3.1  What is LarGo App? 
LarGo is a mobile app that allows diners to close their tab and pay at restaurants 
whenever they want. Diners won’t have to wait for the waitress to bring the check, give 
the credit card, bring back the check, and finally put the tip and sign. The name comes 
from the Spanish expression “largo de aqui” which directly translated to English means 
“let’s get the hell outta here”. This name symbolizes the expression that someone would 
say once he finishes dining and he wants to leave the restaurant as soon as possible, 
without having to wait for the check.  
 
An example is used in order to better describe the way that LarGo works.  
3.1.1 Choosing a restaurant and making a 
reservation 
Imagine that it is Sunday morning and you want to go out for 
lunch with your friends. One of you will go to LarGo and 
will type the number of people and time that you want to 
reserve plus any other filter that you may consider (e.g. 
Italian, price range, outdoor…). LarGo will show you a list 
or nearby venues available that fit your requirements sorted 
either by price, relevance, or distance. You will be able to 
see the menu plus previous reviews of each individual meal. 
Upon making the reservation, you will receive a reminder 
message of the upcoming reservation and LarGo will 
show you the fastest way to get to the restaurant. 
However, if you haven’t made a reservation or you rather 
walking around and getting into a restaurant, you will be 
able to pay using LarGo as well. Just open the LarGo app, find the restaurant where you 
Figure 1. LarGo app, 
screenshot 1. Reservation 
reminder. 
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are having dinner and open a new tab.     
3.1.2 At the restaurant 
Once you are seated at the restaurant you will place your 
order with the waitress as always. The only things that you 
have to do are: let the server know that you will pay using 
LarGo and give her your name. LarGo app will allow you to 
view your check and pay.  
 
 
 
 
 
 
 
3.1.3 Payment 
The waitress will add your 
order through the POS system 
so that when you are ready to 
pay and leave you will be able 
to see a line-item check and 
easily add a tip for the server 
(users should previously enter 
their credit card information 
in the app). Finally, Largo 
will then email you a receipt 
for your record.   
 
Figure 2. LarGo app, screenshot 2. 
View your check while dining. 
 
Figures 3&4. LarGo app, screenshots 3 and 4. Line-item check 
view and order confirmation screen. 
 
  
6 
3.2 Competitive advantages 
Nowadays, there are a lot of restaurant apps for Android and iPhone. All these restaurant 
apps offer various features to satisfy even the most sophisticated needs and desires of 
their users. Among the trendiest functions are getting in an online line to reserve a table, 
ordering and take-outs, purchasing coupons, and collecting bonuses. Allowing users to 
make online purchases in a simplified way as well as providing them with easy-to-access 
information about the business are not the only advantages of having a mobile app. They 
are also a great tool for direct marketing and communication with the clients, standing 
out from the crowd, increasing brand awareness and personalizing services.   
 
LarGo introduces a new payment solution in the restaurant industry. The simplest way to 
explain it is as the uberization of the restaurant experience. As it was explained above, 
customers’ credit card information is saved in the mobile app as well as their check. So 
whenever they are ready to leave, they can close the tab by themselves and pay without 
the need of a waitress. Currently, there are other companies such as Open Table 
considering similar payment methods. However, what makes LarGo different is the way 
we match customers with their checks. Open Table links the customer with the check 
through the reservation. The problem is that many people, especially millennials, usually 
dine out without making any reservation, and thus they can’t use OpenTable’s app to pay. 
On the contrary, LarGo allows customers to pay using the app although they didn’t make 
any reservation as it was explained in the previous section. This gives LarGo a 
competitive advantage since it is providing the customer a much faster and easy payment 
method than other technologies such as mobile payments with near field communication 
(NFC).   
 
In addition, restaurants will use LarGo to create comprehensive consumer databases that 
offer actionable insights into their customer’s spending habits. Customer information that 
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otherwise it would be very difficult to collect and, thus lost. Servers will also see an 
increase in tips due to a better customer experience.   
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CHAPTER 4: MARKETING PLAN 
4.1 Marketplace analysis 
4.1.1 Economic impact of the restaurant 
industry 
According to the National Restaurant Association 
(2017), a gradually improving economy will help 
restaurant-industry sales continue to advance in 
2017. It is projected that sales will reach $798.7 
billion in 2017, a 4.3% gain over the industry’s 
estimated sales of $766 billion in 2016. Adjusted 
for inflation, 2017’s projected restaurant-industry 
sales represent a 1.7% gain over 2016, up slightly 
from the 1.5% gain registered in 2016. The 
restaurant industry had 48% sales share of the total 
food industry in 2016, while it was 25% in 1955. 
Therefore, the restaurant industry is one of the 
main branches of the food industry. 
 
The number of restaurants in the U.S. increased 
gradually from fall 2011 to spring 2014 when it 
reached its peak at 637,584. Since then this figure 
has gradually declined to 624,301 in the spring of 
2016, based on a restaurant census conducted 
by The NPD Group (2016).  
 
In the recent decades, there has been a great tendency 
to dine out in the U.S. According to the U.S. 
Figure 5. Restaurant industry in 
the U.S. Key statistics snapshot.  
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Department of Agriculture (2017), food eaten away from home (FAFH) is one of the 
main changes in American dinning habits. FAFH as a proportion of household 
expenditures has increased steadily from 1970 (25.9%) to 2014 (43.7%). 
 
Besides the economic impact, in terms of employment capacity, the restaurant industry is 
the second largest private industry with 14 million employees and is expected to reach 
16.3 million in 2027. For these reasons, the restaurant industry contributes significantly to 
the U.S. economy.  
4.2 Technology systems in restaurant industry 
Convenient technology can bring many benefits to the restaurant industry and its 
operators. Therefore, technology adoption will keep growing among restaurant operators 
in 2017. The benefits that technology bring for its owners include: 
 
• Shortening time spent in the ordering process and reservations (e.g., handheld 
terminals, e-reservation systems) 
• Back of the house management systems (e.g., kitchen technology, inventory 
management tools) 
• Speeding up the service time (e.g., table management systems) 
• Providing faster payment (e.g., near field communications, wireless credit card 
authorization) 
• Shortening seat turnover or turnaround time 
• Decreasing labor cost (e.g., labor management systems, online reservation 
systems and point of sale (POS) integration into online ordering) 
 
Most importantly, recent trends of information technology in the restaurant industry are 
customer feedback systems. As in many other service industries, reviews and ratings are 
the major reason for customers to make their final decision on where to go. For this 
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reason, customer relationship management (CRM) and social media activity is becoming 
extremely important.   
 
As a result, these benefits 
mentioned above will 
provide restaurants a 
competitive advantage 
whether it is enhancing 
productivity, increasing 
profitability, minimizing 
cost, or providing a better 
employee management.  
 
 
 
Technologies used in restaurants by its owners are divided into two main groups:  
 
• Systems/applications that are used in the Front of House (FOH) operations 
• Back of House (BOH) operations.  
 
As the main emphasis of this business plan is on ordering and payments, we have focused 
only on the FOH operations. FOH operations can be defined as the process starting with 
taking orders and delivering food to guests and completing with payment process. One of 
the most important technologies that is helping restaurant owner manage their FOH 
operations are point of sale systems (POS), plus integrated modules and payment 
applications.  
 
 
 
Figure 6. Benefits that technology provides to a restaurant. 
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4.2.1 Point of Sale (POS) 
Systems 
A POS system is a network of 
cashiers and server terminals that 
typically handles food and 
beverage orders, transmission of 
orders to the kitchen and bar, 
guest-check settlement, 
timekeeping, and interactive 
charge posting to guest folios. 
They allow the restaurant to update 
prices, change menu items, and track sales data through POS systems. It has mainly two 
components, which are the POS hardware and POS software. 
 
The POS hardware systems are installed on computers and provide the capability of 
connecting any piece of equipment or device to the POS such as: touch screen terminal, 
integrated credit card swipe device and table side ordering devices such as handheld 
terminals. The handheld POS terminals, which are also known as mobile POS devices or 
tableside ordering device, is a portable device which has all the main functions of a pre-
check POS system, as well as integrated tableside ordering and payment devices. 
However, a hotly debated discussion about the advantages and disadvantages is still 
ongoing even into the present.  
 
Other than POS hardware, there are many modules or programs compatible with POS 
systems, such as: gift card modules, POS integration into online ordering, social media 
activity integrated into POS, table management systems, reservation systems, menu 
management systems, and take-away/delivery systems. Furthermore, POS systems 
provide some payment applications, such as: wireless credit card authorization, tableside 
Figure 7. POS Systems in the restaurant industry. 
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payment devices, and near field communication. In addition to payment applications, the 
advanced POS systems integrate some emerging FOH operation technologies, which are: 
digital signage devices, energy efficient POS, barcode scanners, and biometric readers. 
 
4.2.2 POS integrated modules  
POS systems are becoming more powerful, with the ability to connect different modules. 
As mentioned above, the most important integrated modules are: 
 
• Gift card integration  
A gift card module is a piece of 
integrated POS software that tracks the 
gift cards sales and redemption. A gift 
card program helps to increase customer 
loyalty, attracts new customers, and 
provides advanced cash flow.  
 
• POS integration into online ordering 
It provides restaurants another type of 
distribution channel to increase sales, 
and also decrease labor costs. Since it is 
connected to the POS system, it provides 
quick food delivery and reduces the 
waiting time.  
 
• Social media activity integrated into 
POS 
It enables restaurants to advertise their menus online and receive orders through social 
media.  
 
Figure 8. Currently used technology in the 
restaurant industry. 
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• Table management systems  
These are one of the most efficient modules for organizing and handling table status and 
reservations. Table management systems are designed to track table status to improve 
timeless of service and speed turns. It provides better communication among servers and 
guests. 
 
 
• Reservation systems 
The reservation module is a part of the table management system and monitors the call-in 
and walk-in reservations, shows the current status of the tables and forecasts seat turnover 
and turnaround time. 
 
• Take away and delivery systems 
Nowadays, instead of having reservations and dinning at a restaurant, some people prefer 
to order food for both take out or home delivery; therefore, online ordering attracts more 
customers to the restaurants 
and increases the popularity 
of this method. Home 
delivery has been growing in 
popularity among the table 
service restaurants. The take-
out/delivery system is an 
order placement system, 
which includes restaurant 
customers’ addresses, map 
directions to the customers, 
phone number, and previous preferences. 
 
 
Figure 9. Most important areas of development for 
restaurant technology over the next 5 years. 
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• Menu management systems 
Monitoring the entire menu is as important as monitoring the reservations. It helps the 
restaurants to assign prices, keeps track of entire menu items, provides detailed recipes 
and 
nutritional information, and also gives management the opportunity to control inventory 
usage and cost of items. 
 
4.2.3 POS integrated payment applications  
Customer-facing payment technologies, which are basically tableside payment devices, 
mobile wallets, and mobile remote payment/wireless credit card authorization, have been 
increasing in popularity among both restaurants and consumers. 
 
A tableside payment device allows customers to make their payment on-site by using 
their credit or debit cards and retaining their cards information during the payment 
process. Since the tableside payment device requires credit card authorization, it needs to 
be connected with the POS system. It provides higher efficiency, quicker service, 
increase preciseness and is more user friendly. Moreover, tableside payment devices 
Figure 10. Barriers of adding customer-facing technology at restaurants. 
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decrease the payment time in the restaurants; therefore they increase customer 
satisfaction by providing faster payment. 
 
Another popular customer-facing payment method is mobile payment. The mobile 
payment system is a module integrated in the POS system for helping the customer to pay 
their bills through smart phones. Since there is an increasing demand for mobile payment, 
some institutes are working on mobile payment to offer a secure and faster mobile 
payment system. Therefore, near field communication (NFC) technology is beginning to 
replace current radio frequency identification usage in the mobile devices with a secure 
PIN for faster authorization and transaction. Although it is stated that mobile POS 
technology reduces credit card skimming, network protection it’s itself a serious concern. 
Currently there are some practices that may improve the credit card transaction’s 
security. These practices can be “Use of point-to-point encryption (P2PE)”, “Outsource 
PCI compliance efforts”, and “Use of tokenization at the card swipe”.  
 
 
All this information is very important because LarGo app will work as an application of 
the POS, thus it will have to be integrated with these systems.  
Figure 11. Use of smartphone apps in the restaurant industry. 
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4.3 Customers 
Our customers are table-service restaurants. This industry includes large casual-dining 
restaurant chains and single location table-service restaurants.  
4.3.1 Table-service restaurant industry 
This industry comprises restaurants engaged in providing food services to patrons who 
order and are served while seated (i.e. waiter or waitress service) and pay after eating. 
These establishments may provide this type of food services in combination with selling 
alcoholic and other beverages.  
 
Food and beverage sales in the table-service restaurant segment are projected to reach 
$263 billion in 2017, up 3.5% from 2016. Table-service remains the largest segment, but 
quick-service sales growth rate will be higher. Quick-service and fast-casual sales are 
expected to total $233.7 billion in 2017, a 5.3% gain over 2016’s sales volume (The NPD 
Group, 2016).  
 
4.3.2 Single location table-service restaurants in the U.S. 
The single location full-service restaurant industry consists of owner-operated and 
family-operated restaurants that are independent of chain or franchised networks. In 
general, operators are small businesses, so the industry is fragmented and highly 
competitive. The average establishment generates annual revenue of about $691,965 and 
employs 15 people (IBISWorld, 2013). In addition to other internal competition with 
other single location restaurants, operators also face heavy competition from other food 
service providers in the hospitality industry, with chain restaurants, fast food stores, 
hotels and other coffee and snack stores all in direct competition.  
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The industry is expected to progress over the next five years as the economy’s health 
improves and consumer spending grows. Despite the optimistic operating conditions, 
operators will need to monitor and adjust to shifting consumer preferences. In the five 
years to 2018, industry revenue is forecast to grow at an average annual rate of 2.7% to 
$156.8 billion (IBISWorld, 2013).  
 
 
 
 
Figure 12. U.S. single location full-service restaurants in 2013 
 
Figure 13. U.S. single-location table-service restaurants segmentation. 
 
  
18 
Casual dining restaurants that offer a large variety in menu items with no general 
specialty make up the most popular type of restaurant (40.0%). However, the remaining 
share is composed of restaurants that offer a particular cuisine. The most popular is Asian 
(20.0%); American restaurants that serve foods like barbecue ribs and steak (12.0%); 
pizza restaurants (10.0%); European (10.0%); and Mexican (8.0%). 
 
In this industry concentration is low because there are no major players. The top four 
players combined are estimated to account for less than 5% of the total industry revenue.  
Information on the top 100 ranked independent restaurants that are not part of chain and 
have fewer than five establishments is available from Restaurants & Institutions 
magazine’s annual survey (Restaurant Business, 2016). This survey indicated that 30 of 
the top 100 restaurants are located in New York City and another 15 are located in Las 
Vegas. Other major cities represented include Washington DC, Chicago, Miami and San 
Francisco.  
 
According to Restaurants & Institutions’ latest annual survey, the top-ranked restaurant in 
the United States is Tao Asian Bistro in Las Vegas, which has annual sales of nearly $50 
million and a market share of less than 1%. All restaurants in the top 100 have annual 
revenue of over $10 million and average checks vary between $30.00 and $150.00, 
depending on the location, availability of alcoholic beverages on site, entertainment 
provided, quality of fittings, the menu, service and hospitality. All of these factors usually 
are directly related to staffing requirements and operating costs. Appendix A shows the 
top 20 restaurants from the Restaurants & Institutions magazine’s 2016 survey.   
 
Given the discretionary nature of the industry, an indicator of major markets can be 
inferred on the basis of annual expenditure on food and beverages consumed outside the 
home. An estimated 39.0% of industry demand comes from consumers in the nation’s 
highest income quintile. The three middle-income quintiles represent more than 50% of 
industry demand, showing how important the middle-class consumer is to the industry’s 
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performance. The industry’s major markets distribution has not changed dramatically 
over time as spending patterns within income brackets are relatively established.  
 
4.3.3 Chain full-service restaurants in the U.S. 
This industry comprises chain and franchised table-service restaurants. The industry is in 
a low growth phase currently and has possibly now reached its saturation point, or is very 
close to it, in domestic market. Operators that experience stagnant profit levels 
domestically will likely double down on international expansion in order to grow 
company-wide profit margins. Most major chains are investing in international growth as 
apart of their long-term strategy. For example, in October 2010, Darden Restaurants 
signed an area-development agreement with one of the Middle East’s largest restaurant 
franchising companies, their first foray outside of the U.S. and Canada. 
 
 
 
Over the next five years, industry profitability will marginally improve because of 
ongoing compensation in the low-growth, saturated domestic market. However, the 
number of establishments is forecast to increase at an average rate of 1.2% per year and 
total 35,883 in 2018 (IBISWorld, 2011) . 
Figure 14. U.S. chain full-service restaurants in 2011. 
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According to Euromonitor International, the most popular form of restaurants by industry 
revenue is casual dining full-service restaurant that offer a large variety in menu items. 
However, the remaining share is composed of restaurants that offer a particular cuisine. 
The most popular is Asian (19.7%); traditional North American restaurants like Chili’s, 
Red Robin and Applebee’s that serve foods like barbecue ribs and steak (12.1%); sit-
down pizza restaurants with full service (10.2%); European (9.7%); Latin American 
(7.6%); and Middle Eastern (1.3%).  
 
In 2011, the four largest industry players accounted for less than 30% of available market 
share, providing this sector with low level of concentration. The concentration level is 
due to the vast array of chain and franchised restaurant operators and food concepts, as 
well as the extensive number of sites they operate. Given the industry’s nature, 
particularly its fragmentation by food types, the level of industry concentration is not 
expected to change in the future.  
 
Figure 15. U.S. chain full-service restaurants segmentation. 
Figure 16. U.S. chain table-service restaurants major players market share. 
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4.4  Product  
In the years to come, it is anticipated that full-service restaurant operators will continue to 
invest in technology. The first main driver for technology is to reduce labor costs, since 
the industry is labor intensive. The second is to reduce food cost and waste because the 
cost of purchasing inputs for sale is high. Finally, the last two main drivers include 
increasing or supporting existing sales and revenue and improving the dinning experience 
for customers. Technology can also improve internal business processes, like ordering 
inputs, presenting meals to customers and all other back-of-house functions. These 
improvements deliver a competitive advantage against competitors, which is especially 
important given the fierce level of industry competition. They will also lead restaurants to 
attain leadership roles in the industry and establish e-commerce, especially for ordering 
inputs and providing information and reservations.  
 
From the restaurant owner point of view, integration of the LarGo app will allow them to 
reduce the time that customers are waiting to receive the check and pay, thus improving 
rotation of customers and therefore more sales. It would also replace some of the 
restaurant’s staff, although waitresses will still be needed in order to serve the customers 
as well as providing advice. In addition, it will enable the restaurant to have feedback 
about their meals, services, and other information that otherwise is very difficult to 
collect. Restaurant operators will have deeper knowledge and understanding of who their 
customers are, how often they are coming in and what their preferences are.  
 
On the other hand, customers will have an exceptional dining experience due to 
increasing personalization. Since everyone’s preferences are different, features like 
allergies, table location, and food recommendations will vary by who the customer is. 
Moreover, customer service and customer satisfaction will improve significantly. LarGo 
app allows clients to go through an easier way to split the check and make the payment 
process much faster. Ordinary people will also have the chance to take advantage of 
special discounts offers and promotions as well a reward programs. 
  
22 
4.5  Competitors 
Over the last years, food and tech has been a very exiting market. Obviously, we were not 
the first ones to think of the uberization of the restaurant experience. Other companies 
that have been in the restaurant business for many years started to think about mobile 
payments early in 2015, even when it still was somewhat early. That is making mobile 
payments in restaurants a very competitive landscape, but no clear winner has yet to 
emerge. Our major competitors include OpenTable and a few other smaller startups like 
TabbedOut. In addition, other direct competitors are companies like Ziosk or E La Carte, 
which allow clients to order and pay using tablets. Furthermore, secondary competitors 
also include providers in the broader mobile payment and restaurant tech space from 
Apple Pay, Square, Samsung Pay, and Android Pay.  
4.5.1 Ziosk  
Ziosk provides a 7-inch tablet and 
encrypted credit card reader. It offers 
customizable, tabletop menu, ordering, 
entertainment and payment solutions 
for the casual dining industry. It allows 
guests to swipe through photos of 
appetizers and drinks, and adding 
individual items to their order. The 
Ziosk device also provides limited 
gaming to entertain couples and 
families. Finally customers can swipe their card on the Android-based tablet in order to 
pay for their orders. 
 
On September 2013, Ziosk announced the deployment of tablets to all company-owned 
Chili's restaurants, to be completed by the first half of 2014. It also announced the 
deployment of tablets to Olive Garden in April 2015 after customer and restaurant testing 
Figure 17. Ziosk tablet solution. 
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in 2014. Olive Garden expected to deploy tablets to all of its 800-plus restaurants by the 
end of 2015. In total, Ziosk has currently more than 180,000 devices in 3,000 restaurants. 
 
However, based on observations made in one of the Olive Garden restaurants that have 
these devices, barely people order using them. They use it as a gaming and entertainment 
device rather than an ordering and paying solution. Moreover, each restaurant that 
integrates Ziosk tablets have to put one device per table and if a clients doesn’t want to 
use it they don’t have the chance to put it away. Finally, as every other mobile device, it 
needs to be charged.   
 
Ziosk’s devices are installed in every table at the restaurant for free. Then Ziosk charges a 
$1.99 fee to clients that use their entertainment features and gaming applications, 
unlimited for the entire time they are at the table. This fee is shared 50/50 with the 
restaurant and it is enough to pay the lease payment on the equipment. However, clients 
(specially families with children) are not very happy with this additional fee because it 
charged without warning.  
 
4.5.2 E La Carte 
The Presto Tablet developed by E La Carte 
is the major competitor of Ziosk. It is a 
slightly different device but it offers the 
same features. The PrestoPrimeTM EMV 
Terminal, which was released in February 
2017, integrates with a restaurant’s Point of 
Sale (POS) system and allows guests to 
order food, play games and pay from their 
table.  
 
 
Figure 18. E La Carte tablet solution. 
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It is currently installed in over 1,800 full-service restaurants across the United States 
including Applebee’s, a division of DineEquity Inc. Other of E la Carte’s customers 
includes Genghis Grill, and Evergreen Restaurant Group, a franchisee of Outback 
Steakhouse (Belisky, 2017).   
 
It basically has the same benefits and drawbacks as Ziosk because is the same device 
with a different design. In terms of income, both systems make revenue by delivering 
games and entertainment directly to the table and not just on sales of its software and 
tablets.   
 
4.5.3 TabbedOut 
TabbedOut is a mobile payment and hospitality solution from ATX Innovation Inc. It 
allows clients to view and pay their restaurant check or bar tab with their phones. 
TabbedOut enables customers to securely pay their check when they are ready, whether it 
is at the table, the next bar, or in the cab on their way home. This is how it works: 
 
• Open the app and find a restaurant or bar near you 
• Tap the “Open Tab” button to open a new check 
• Tell your server your name and that you are using TabbedOut 
• Place your order with your server 
• When you are ready to go, tap the “Pay” button 
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Bars and restaurants use TabbedOut to create comprehensive consumer databases that 
offer actionable insights into their customer’s spending habits. They are available at 
2,000 locations nationwide and have integrations with major U.S. service and hospitality 
POS providers. However, 75% of their locations are bars offering beer, wine, and other 
beverages, which are not full-service restaurants (Chapman, 2015).  
4.5.4 OpenTable 
Undoubtedly, OpenTable is a huge competitor. It is one of the largest providers of online 
restaurant reservations and since 2014 it is part of The Priceline Group, which is the 
leader in online travel and related services including firms like Kayak, Booking.com and 
Rentalcars.com.  
 
In terms of facts, OpenTable already seats 21 million diners each month in any of their 
40,000 partner restaurants around the globe. Although it is largely North American based, 
OpenTable has bookable restaurants in more than 20 countries including Australia, 
Canada, Japan, Germany, Ireland, Mexico, and United Kingdom. In the fourth quarter of 
Figure 19. TabbedOut app solution and steps that have to be followed to pay the check. 
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2016, nearly 52% of OpenTable’s global seated diners originated on a mobile device 
(OpenTable, 2016).  
 
In 2016 OpenTable integrated a payment feature with NCR’s Aloha point-of-sale 
solution, which brought OpenTable TAB that provides mobile payments to all NCR 
Aloha customers. Thanks to that partnership, guests that make a reservation at a 
participating restaurant will be able to pay their bill with their phone. OpenTable Tab 
connects customer’s payments with their reservations and allows them to pay using the 
OpenTable mobile app. In the present, this new feature is available only in 50 restaurants 
in Los Angeles.  
 
OpenTable can be very costly for a restaurant and most of them feel forced to join 
OpenTable just to be able to compete. Restaurants pay a one-time fee for installation and 
training costs (which ranges from $200 to $700, according to the company), and a 
monthly subscription fee also applies (minimum of $199 per month, with extras like 
OpenTable TAB costing $25 to $89 per month). OpenTable also gets a fee for each diner 
who completes her reservation: $1.00 per diner for reservations made through OpenTable 
website or app, and $0.25 per diner for reservations made through the restaurant’s 
website using OpenTable software.   
4.5.5 Other 
Competitors also include providers in the broader payment and restaurant tech space from 
Apply Pay, Samsung Pay, and Android Pay 
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4.6  SWOT Analysis 
Table 1 SWOT Analysis 
Strengths Weaknesses 
• Design 
• Ease of use 
• Fast, easy and inexpensive installation 
• Little maintenance 
• Secure payment method 
• Extremely motivated management team 
• Experience (startup company) 
• Lack of founding 
• Lack of brand recognition 
• Software development and 
implementation 
Opportunities Threats 
• Increasing trend of mobile commerce 
• Big market place 
• Customer feedback data  
• Loyalty programs and reward programs 
• Integration of delivery and take-away 
• International expansion 
• Implementation in other hospitality 
industries like hotels 
• Current competitor using tablets could 
evolve into using a mobile app 
• Big casual dinning chains 
establishments installing similar 
solutions such as tablets 
• Competitors adding other features such 
as games and entertainment 
 
4.7 Target market 
LarGo targets single location and chain table-service restaurants in the U.S. We will start 
in Chicago and expand to other North American cities where our major competitor still 
has little presence. We also believe that there is a huge opportunity in terms of 
international expansion in countries like Spain, France and Italy.  
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Our target industry is table-service restaurants, which account for an annual revenue of 
55 billion in the chain and franchise industry and 137.5 billion in single location table-
service restaurants.  
 
As mentioned, our major competitor, OpenTable, has lined up 25,000 establishments in 
the U.S. but only 50 have already integrated this similar payment solution. However, this 
numbers represent only 11% of the total table-service industry that has over 232,600 
restaurants. Moreover, establishments that have already installed one of our competitor’s 
devices won’t be reluctant to integrate LarGo to their POS systems because they won’t 
have to buy any new devices or pay for expensive installation costs. It will be just another 
opportunity for them to add another marketing stream and increase sales. 
4.8 Sales forecast 
In order to predict our performance during the first years, we have been working with 
different scenarios. These scenarios vary depending on three main key performance 
indicators (KPI), which are the following:  
 
• Number restaurants where users can pay with LarGo app  
• Average revenue of the restaurants available on LarGo app1 
• Percentage of total orders paid using LarGo app (associated with the number 
users)    
 
Each of these metrics has three different possible situations: pessimistic, average, and 
optimistic. Table 4.2. describes the hypothesis made depending on each metric and 
situation.   
 
 
                                                
1 According to IBISWorld, the average annual revenue per restaurant is $826,180. 
2 All the details and assumptions made in order to obtain this result will be explained in Chapter 8: 
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Table 2 Scenarios 
 Pessimistic Average Optimistic 
Restaurant's avg. revenue   $60.000   $65.000   $70.000  
% Orders paid using LarGo 8% 10% 12% 
Number of restaurants by end Year 4 505 955 1495 
 
Therefore, we have been able to forecast our financial performance in 27 different 
scenarios. However, if we set all three metrics in the average situation, it is forecasted 
that annual revenue will reach $2.6 million in 2020 (Year 4).2 
 
In order to see a more detailed picture in terms of targeted number of restaurants where 
we predict that our app will be available, Table 5.2. shows these numbers year over year 
for the first 4 years. The substantial growth that can be observed, even in the pessimistic 
scenario, it is due to the fact that the more restaurants we list, the easier it is to engage 
new ones to join LarGo app.  
 
Table 3 Number of restaurants Year over Year 
 
Y1 Y2 Y3 Y4 
Pessimistic 35 100 240 505 
Average 45 140 380 955 
Optimistic 45 165 505 1495 
 
                                                
2 All the details and assumptions made in order to obtain this result will be explained in Chapter 8: 
Financial Plan. 
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4.9 Marketing Strategies 
Our strategy is simple. We tent to grow our network by adding restaurants and attracting 
new diners. The more restaurant selection we offer to diners, the more diners use the 
system. The more diners use the system, the more value we offer to the restaurant.  
4.9.1 Price   
In terms of price, this app will be completely free for users. The revenue model will be 
based on a service fee or commission of 5% for every order placed through the app. In 
addition, an installation and training fee will be charged in order to link LarGo with the 
current operating POS system (Point Of Sale). This installation fee may vary according to 
the restaurant and the POS system that is currently using, but it ranges $400 to $600.  
4.9.2 Promotion 
Promotion tactics will be extremely decisive but will also depend on our marketing 
budget, which is estimated to be $30.000 in Year 1. We will constantly be searching for 
the highest return on our marketing dollar. Moreover, we also have to bear in mind that 
we are a startup business and thus, we have to be very careful building brand recognition. 
 
In order to face this challenges, our strategy is to promote LarGo online via social media 
marketing including Facebook, Google, and Instagram ads. More than 60% of the total 
marketing budget will be invested in online advertisement. In order to help consumers 
understand how LarGo works, we are planning to create a product video showing how 
the mobile app works and how can be useful for diners. This video needs to be creative, 
funny, thought provoking, or personal so that we can tell a story that people can identify 
with.  
 
On the other hand, we also have to promote LarGo to restaurants and POS system 
companies. In order to do that we are planning to attend several restaurant and 
technology trade shows. One example is the 4 Years From Now at Mobile World 
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Congress in Barcelona. 4YFN is a startup business platform that enables startups, 
investors and corporations to connect and launch new ventures together and therefore, it 
will be a great networking place. Furthermore, we will promote our solution deploying a 
door-to-door sales force to solicit subscriptions from high-end restaurants. We extremely 
believe that this combination of e-commerce, user-friendly technology, and the personal 
touch will help us to engage new customers.  
 
Despite investing in online marketing and social media, we strongly believe that press is 
one of the best ways to promote a startup. Articles and newspapers have a huge impact 
when it comes to customer products. In addition to press, we will advertise LarGo using 
other “old school” marketing channels such as radio and TV once it is established. 
 
Other promotion tactics that we are considering are contacting bloggers, pitching to app 
review Web sites, and applying for awards. 
 
Furthermore, it is important to keeping our users active. To maintain customers is as 
important as engaging new ones, and usually less expensive. Therefore, brand loyalty 
will be taken into deep consideration through special promotions and referral rewards. 
Moreover, newsletter emails showing special deals and offers will be forward once a 
week.  
4.9.3 Place 
We will start testing and integrating LarGo in a few restaurants in Chicago. Once we 
ensure that LarGo is working well we will expand to other restaurants in Chicago, as it is 
one of the main cities in the U.S. with a big culture for food, and with enough 
establishments to grow our mobile app. In the long run, we believe that there is a huge 
opportunity in terms of international expansion in Europe, in countries like Spain, France 
and Italy. 
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CHAPTER 5: OPERATIONAL PLAN 
 
This section describes the operational characteristics needed to launch LarGo app. This 
pre-launch plan includes detailed information about product development, the financing 
schedule, legal environment, and other key partnership relations. 
5.1 Pre-launch plan 
In the start-up environment it is crucial to grow fast at an early stage and in order to do 
so, things need to be planned in advance. Our team needs to work hard to meet certain 
deadlines. Therefore, it is extremely important to identify which are the key things that 
need to be done before launching the mobile app. These key phases are the following, 
and will be described one by one: 
 
• Secure financing 
• Legal matters 
• Mobile app development and testing 
• Key partner relationships (restaurants & POS companies) 
5.1.1 Secure financing 
The first step is to calculate the amount of capital needed to secure a successful launching 
of the mobile app. In order to minimize the personal investment, it is important to find 
and secure financing from either a strategic partner or a financial partner. An accurate 
planning is extremely important in order to show how the company will use the funds in 
this pre-launching stage and during the first years of operation. The details about the 
different capital sources as well as the amount of capital needed will be explained in 
Chapter 6 “Start-up expenses and capitalization”.  
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5.1.2 Legal matters 
The Apple Store and Google Play are powerful platforms and provide instant and 
seamless accessibility to a customer base of millions all over the world. However, even 
though the app business has fewer barriers to entry, it still comes with all the same legal 
issues and potential pitfalls as any other business. Therefore, another important phase of 
the pre-launching plan is to structure the business properly, including legal matters. 
 
Entity formation 
As in any other business, it is always a good idea to limit ones liability by setting up an 
LLC for any unlimited potential problems that could arise. By forming an LLC, any 
personal assets are not at risk on behalf of the business. In order to set up an LLC it is 
needed the following: 
 
• An available business name that complies with the state’s LLC rules 
• File formal paperwork and pay the filing fee 
• Create an LLC operating agreement, which sets out the rights and responsibilities 
of the LLC members 
• Publish a notice of intent to form an LLC (required in only a few states) 
• Obtain licenses and permits 
 
Confidentiality 
The most common way of ensuring confidentiality is to use an NDA (non-disclosure 
agreement) when dealing with any outside parties that are likely to become aware of the 
confidential information such as POS companies. It is also important when beginning to 
negotiations with other developers and designers, all of them will be asked to sign an 
NDA and agree that they will not disclose any sensitive information about the project. 
  
Intellectual property ownership 
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As a business owner, it is important to ensure that all the intellectual property generated 
is owned by the company and not by the people producing it. The source code, designs, 
graphics, name, icon, and any written content within the app would all be considered IP. 
If outsourcing one or more of these processes, it is important to set who owns what with a 
proper legal agreement. It is also important to ensure that any agreement with an 
outsourced worker contains an “IP Assignment” provision that clearly specifies that our 
limited liability entity owns whatever work is created.    
 
Intellectual property protection 
In order to consider taking further steps to protect our intellectual property against 
competitors, it is important to register trademarks, copyrights, and patents. 
 
• Trademarks to protect our firm’s name and logo 
• Copyrights to protect any written or artistic works, including the source code, 
content, and designs 
• Patents to protect any processes and inventions that are new and non-obvious, if 
any. 
 
However, a lawyer will be consulted before getting into any of these areas of the law, 
because sometimes it can get very tricky. 
 
Terms of use and privacy 
Despite the general lack of awareness, terms of use and privacy policy are the most 
important issues and if not properly addressed, they can have the most severe 
consequences on any business. 
 
Terms of use are basically a legal agreement that any business owner is entering with 
every user of the app. It sets what the app is, how it should be used, what constitutes 
improper use, and what the consequences of improper use will be.  
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Privacy policy is also a major concern as we are collecting personally identifiable 
information (PII) from our users. PII includes names, email addresses, phone numbers, 
addresses, birthdays, locations, and many other types of information.  
  
Knowing all these legal issues, and as many other startup companies do, all the legal 
aspects of the business will be outsourced to a specialized legal firm on digital media, 
Internet legal issues and startups.  It is understood that the fastest way to set up the 
business and start operating is by outsourcing all the related paperwork to a specialized 
firm as opposed to having an in-house lawyer. This will obviously result in higher 
expenses, but it will be a faster option that will allow the beginning of operations at an 
earlier date and thus, it will balance the costs. 
5.1.3 Mobile app development and testing 
The most important part of this pre-launching plan is the development of the mobile app. 
We think that the fastest way to come up with the first version of LarGo is to outsource 
de app development. Only this way we will ensure to come up with the app that we have 
in mind and that we have already designed while securing the deadlines proposed in this 
plan. Our schedule is to spend three months for the iOS app development plus a testing 
phase. We also plan to launch LarGo on Android devices in the future.  
 
Developers will be able to take advantage of our wireframe, storyboard, and app skins in 
order to make the user interface design and development easier. Therefore, their main 
focus will be on the back end development of the app, setting up servers, databases, APIs, 
and storage solutions. This includes user management, server-side logistic, and data 
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integration. Their main challenges will be connecting the mobile app to the POS system 
as well as integrating Stripe3 for the payment system.  
 
As mentioned, this phase also includes testing and redesigning, which is the most time 
consuming part of the pre-launching plan and therefore, it is predicted that it will make 
the whole schedule to extend an extra three months.  
5.1.4 Key partners relationships 
While developers are working on turning the prototype into a real app, it will be needed 
to start closing partnerships with POS systems and restaurants where they operate. This 
phase needs to be done prior to the app development or at the same time in order to know 
which POS companies and devices LarGo have to be integrated with.     
 
Appendix B shows the Gantt chart that illustrates the pre-launch plan schedule.  
  
                                                
3 Stripe is a U.S. technology company that allows both private individuals and businesses to accept 
payments over the Internet. It focuses on providing the technical, fraud prevention, and banking 
infrastructure required to operate online payment systems. 
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CHAPTER 6: STARTUP EXPENSES AND CAPITALIZATION 
6.1 Startup expenses 
6.1.1 Mobile app development and 
testing 
As coding is not one of our strengths, we have 
decided to outsource the development of LarGo 
app. Obviously, this will result in higher startup 
expenses but, as we mentioned before, it will 
have many other benefits as well. Firstly, it will 
allow as coming up much faster with a first 
version of the mobile app. Secondly, we have 
learned from other startups that when it comes to 
app development, it is better to invest in a good 
development solution from the beginning than to 
start with a less expensive solution and change it 
in the future or even restart it from scratch.  It is 
worth mentioning as well that we will work 
together with the outsourced company in order to 
develop the mobile app that we have in mind, 
with the proper design and the right features.  
 
Mobile app development costs vary across companies and depending on the features 
needed. However, Figure 20 shows detailed budget estimation for the mobile app 
Figure 20. Detailed budget estimation for 
LarGo app development 
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development4. According to this budget, we plan to spend $70,000 on mobile app 
development and $5,000 on testing.  
 
6.1.2 Publication on Apple Store 
Unfortunately, publishing an app in Apple Store requires some expenses. Apple requires 
developers to purchase a developer account. It also charges a fee of $99 per year to hold 
an active developer account with them plus it takes 30% of all sales. In our case, LarGo is 
a free app for users.  
6.1.3 Legal matters 
All the legal matters, including the company formation, will be outsourced to a 
specialized legal firm on digital media, Internet legal issues and startups. Moreover, as it 
is planned to maintain this legal support upon the company formation, legal services will 
be ongoing costs. These costs are estimated to be $3,000 per month plus any additional 
fee such company formation fees.    
6.1.4 Other expenses 
In addition to app development and legal expenses, we also have to take into account 
other miscellaneous expenditures. Although during the pre-launch phase we are not 
planning to have an office or additional equipment, we have to be aware of other possible 
expenses that we might be forgetting now. In order to account for the unforeseeable, we 
have opened a line item, which includes other expenses such as the following: 
 
• Transportation and other expenses regarding meetings with restaurants, POS 
companies, and other possible partners  
• Additional expenses for payment systems integration like Stripe  
• More intensive research and data 
                                                
4 This budget was estimated using Otreva’s app development calculator from 
https://www.otreva.com/calculator/#  
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Table 4 Estimated startup expenses 
Mobile app development and testing $75,100 
App development $70,000 
Testing $5,000 
Publication in Apple Store $100 
Legal matters $20,300 
Company formation $500 
Lawyers $19,800 
Other $9,600 
Total startup expenses $105,000 
6.2 Capitalization 
This business plan not only describes our business goals, objectives, and target market, 
but also determines how much money do we need, when revenue is expected to start to 
come in, and how much. Moreover, we understand that funding our start-up expenses is a 
big challenge and that it can also have long-term effects on the company.  
 
Unfortunately, we cannot fund this project with our own personal money and hence we 
are forced to explore other funding options. There are basically two major modes of 
business funding, which are debt funding and equity funding. Debt funding such as bank 
loans mean monthly payments along with interest rates and due to the low starting cash 
flows of our business we will opt for the second funding mode. Equity funding includes 
outside investors, such as angel investors, private equity and venture capitalists that will 
want a piece of the business in return for their money. Therefore, it is very important to 
understand and analyze all the options, including their risks and rewards, and their 
plusses and minuses. 
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6.2.1 Venture capital 
The job of venture capital investors is to find startups with high growth potential and help 
them develop their businesses. Venture capital firms are made of professional investors, 
and their money comes from a variety of sources. In exchange for their involvement, 
venture capitalists expect a high return on investment. After a period of time, often years, 
the venture capitalist firm sells shares in the company back to the owners or through an 
initial public offering, hopefully making much more that what they put in. Therefore, 
venture capital firms usually deal with large amounts of money rather than seed funding. 
 
However, with great funding comes great expectations as well, which is a lot of pressure 
to put on a fledging business. If we decide to go for VC funding we will have obligations 
to our investors, and overvaluation of the business can have serious consequences down 
the line. In addition, venture capital firms are generally more unwilling to invest in 
startups unless they show really compelling promise and growth potential. While 
incredibly exciting startups in key industries might be able to win VC funding with little 
track record, most business will have to demonstrate that they can walk the walk, not just 
talk the talk. In addition, agreeing to VC investments means committing to bringing more 
people into our business, people who have a say in how it is run and whose job is to help 
the business reach its potential. Moreover, VC firms need to evaluate their involvement 
and this all takes time. On the other hand, angel investors can make a quick decision, as 
they are often working alone or have a personal interest in the business.   
6.2.2 Angel Investors 
An angel investor is someone who puts his own finance into the growth of a small 
business at an early stage, also potentially contributing his advice and business 
experience. Angel investors will put in a variety of amounts, but as it is generally seed 
funding, these will not be the kind of figures that venture capitalists deal with.  
 
Angel investors also require transparency in work and they need to be given weekly or 
monthly updates about the status of the company. Moreover, 5% to 25% stake on shares, 
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convertible debt5, or redeemable stock, are demanded by the investors according to their 
policy. The position of the business angel-funding provider in the future is also clearly 
defined in the exit strategy.     
 
6.2.3 Business incubators 
Business incubators are organizations geared toward speeding up the growth and success 
of startup and early stage companies. They have become an increasingly important part of 
the tech startup scene in recent years. Incubators are often a good path to capital from 
angel investors, state government, economic-development coalitions and other investors. 
They also provide access to services such as accountants and lawyers, not to mention 
invaluable coaching and networking connections through the staff and other 
entrepreneurs. All in all, our business not only would get access to a potential buffet of 
capital choices, but also a host intangible benefits including mentorship, experience and 
networking. However, they typically take a small piece of equity in exchange for small 
amount of cash and entry into the program. 
 
The National Business Incubation Association has a search engine and a directory of state 
business incubation associations. Other good sources for finding an incubator include 
state and local economic development departments, as well as local Small Business 
Association offices. Below is the list of US-based business incubators that we are 
planning to apply. 
 
 
 
 
 
                                                
5 Convertible debt is a financing vehicle that allows startups to raise money while delaying valuation 
discussions until the company is more mature.  
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Table 5 U.S. Business Incubators 
Name Location Note 
Y Combinator San Francisco 
Dropbox and Airbnb are just the biggest names in 
portfolio. Investors fight to invest in YC companies 
at sky-high prices. Founded in 2005. 
TechStars 
Boulder, Boston, New York, 
Seattle, San Antonio 
Founded in 2007, it has grown to five cities, but 
keeps batches small to give each startup extra 
attention. Has broader impact by helping other 
incubators. 
DreamIt Ventures Philadelphia, New York 
Founded in 2008, it has programs in Philadelphia, 
New York, and Israel, with 65 portfolio companies, 
including SCVNGR/Level Up. 
AngelPad San Francisco 
Founded by seven ex-Googlers in 2010; hot 
portfolio, but too early to value many of the 
companies. 
Launchpal LA Los Angeles 
Founded in 2009, 23 companies have gone through 
program, 19 have been funded, 5 acquired. 
Excelerate Labs Chicago 
Founded in 2010, the firm has graduated 20 
companies so far. Mentors include local Groupon 
investor Brad Keywell. 
Kicklabs San Francisco 
Stage-agnostic accelerator focuses on helping 
startups close first deals with large brands and 
agencies. 
500 Startups San Francisco 
Founded in 2010. Also has seed fund in addition to 
incubator. Focus on startups from overseas as well 
as US 
TechNexus Chicago 
Doesn’t have time limits on companies it accepts. 
Invest in its companies on case-by-case basis. 
Founded in 2007. 
Tech Wildcatters Dallas New incubator but has some promising startups. 
1871 Chicago 
Founded in 2012. It was created to support 
Chicago’s digital startup community. Today 1871 
is the home of more than 400 early-stage, high-
growth digital startups.  
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CHAPTER 7: FINANCIAL PLAN 
 
This chapter includes a 4-year profit and loss projection, a 12-month cash-flow 
projection, and a break-even calculation for each of the 3 scenarios described in Chapter 
5: pessimistic, average, and optimistic. Together they constitute a reasonable estimate of 
our company's financial future.  
 
However, for a better understanding of each case, it might help to first have a look at the 
assumptions that have been made in order to build the financial forms. This information 
does not change among scenarios and it is described in detail in Appendix A.  
7.1 Pessimistic scenario 
The KPI parameters of the pessimistic scenario were set up as follows:  
 
Number of available restaurants in LarGo app by en of Year 4 505 restaurants 
Average monthly sales of all lined up restaurants $60,000/month 
Average % of total orders placed using LarGo app in a 
restaurant 
6% 
 
Hereunder it is summarized the financial performance of this scenario. However, 
Appendix B provides more detailed information including a full 4-year pro forma income 
statement quarter over quarter and year over year.  
 
7.1.1 Four-year profit & loss projection  
Figure 21 shows a four-year profit and loss projection when we set up the business model 
with the pessimistic key parameters.  
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Even in the pessimistic scenario, revenue in Year 4 is forecasted to reach $1.2 million.  
However, in case of having a tough beginning and problems engaging new restaurants 
and users we will not expect any benefits during the first four years. This is basically due 
to the high initial expenses on repairs and maintenance as it can be observed in Figure 22. 
These expenses were assumed to average $100 per restaurant per month until reaching 
1000 establishments. However, as the business scales and LarGo app improves with new 
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Figure 21. Pessimistic scenario. Four-year evolution of the key financial parameters. 
Figure 22. Distribution of expenses during the four-year pessimistic scenario. 
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versions, these cost are expected to go down significantly. Another influencing factor is 
that in this scenario, it is planed to move our team to the new offices in Year 4. That 
involves another big non-recurring expense (over $25,000 increase on the office rent plus 
$20,000 on office remodeling) that delays potential profits until the next year.  
 
7.1.2 12-month cash flow projection 
 
Figure 23 shows a 12-month cash flow statement upon launching LarGo app in 
November 2017. It is assumed that this project starts on June 2017 and, as it was 
explained in Chapter 6, the pre launch phase takes 5 months. The cash position at that 
point represents the estimated startup expenses of $105,000. Moreover, in all scenarios it 
has been assumed that monthly reserves will be of $3k in order to address unforeseeable 
future expenses. This cash flow statement allows us to determine the amount of money 
that the business needs as a buffer to cope with the initial losses.  This amount will be 
determined once we have analyzed all three scenarios.  
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Figure 23. Pessimistic scenario. 12-month cash flow projection. 
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7.1.3 Break-even calculation 
In the pessimistic scenario it is not warrantied that LarGo will reach the break-even point 
in the first 5 years of its life. However, as business gains traction, more restaurants will 
be willing to integrate LarGo app to its POS systems and more users will be using it to 
pay. For this reason, it is expected that LarGo will experiment an exponential growth 
trend. Having already invested in more office space and the reduction of repairs and 
maintenance expenses as business scales are indicators that show LarGo’s chances of 
reaching the break-even point by the end of Year 5.        
7.2 Average scenario 
The KPI parameters of the average scenario were set up as follows: 
  
Number of available restaurants in LarGo app by en of Year 4 955 restaurants 
Average monthly sales of all lined up restaurants $65,000/month 
Average % of total orders placed using LarGo app in a 
restaurant 
8% 
 
More detailed information regarding the average scenario can be found in Appendix C.  
7.2.1 Four-year profit & loss projection 
Figure 24 shows a four-year profit and loss projection when we set up the business model 
with the average key parameters.  
  
47 
This scenario represents our financial performance if we accomplish our initial goals and 
objective 4 years from now. The main objective is to reach 1,000 restaurants by the end 
of Year 4, which we think is achievable. However, the average revenue per restaurant and 
the percentage of dinners using LarGo app is something more difficult to predict. If 
expenses are well forecasted, revenue is expected to reach almost $3 million in the first 
quarter of 2021. A more detailed picture of how expenses are distributed, as well as a 
projection of the net income can be observed in Figure 25. Repair and maintenance still 
account for an average of 25% of total expenses because they include customer service 
expenses, which is one of the values that we want to empower in order to have as much 
feedback as possible to keep improving our service. We probably will need to invest 
more money in marketing, which averages only 10% of total expenses and is especially 
low in Year 46. At that point we will also need to invest in more office space and more 
experienced employees, which require higher salaries.  
                                                
6 It has to be taken into account that travel expenses include door-to-door sales promotions as well.   
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Figure 24. Average scenario. Four-year evolution of the key financial parameters. 
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7.2.2 12-month cash flow projection 
 
Figure 26 shows a 12-month cash flow statement upon launching LarGo app in 
November 2017 according to the average conditions. Conclusions that can be taken from 
this chart are similar to the ones commented in the pessimistic scenario.  
7.2.3 Break-even calculation     
Taking into account the assumptions presented in the average scenario, it is expected to 
reach the break-even point in the second quarter of Year 2 or in other words, by end of 
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Figure 25. Distribution of expenses during the four-year average scenario. 
Figure 26. Average scenario. 12-month cash flow projection. 
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2020. In terms of number of restaurants listed in LarGo app, this point corresponds to 560 
restaurants.   
7.3 Optimistic scenario 
The KPI parameters of the optimistic scenario were set up as follows: 
 
Number of available restaurants in LarGo app by en of Year 4 1495 restaurants 
Average monthly sales of all lined up restaurants $70,000/month 
Average % of total orders placed using LarGo app in a 
restaurant 
12% 
 
 
This scenario illustrates LarGo’s financial performance if we underestimate our potential. 
It is also helpful in order to forecast how our revenue streams will look like in the years 
to come. Same as the other analyses, Appendix D shows more detailed information about 
this scenario.   
 
7.3.1 Four-year profit & loss projection 
Figure 27 shows that if we are able to integrate LarGo app in over 1,500 establishments, 
our revenue will reach more than $5 million. Moreover, as mentioned before, as the 
business scales, expenses reduce and our margin increases considerably (from 0,4% in 
Year 1, to 27% in Year 2, to 45% in Year 4). This enables as to reinvest our profits in 
departments that we might consider important at that time. The cumulative net income 
line also help as to determine the break-even point by mid Year 3, beginning of 2020. In 
terms of number of restaurants, in this case this point corresponds to approximately 300 
establishments. This is due to a higher growth rate.   
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In this case we are not going to show the 12-month cash flow projection because it is the 
same as the other two scenarios plus it is highly improbable.   
 
In summary, this stress test analysis determines that LarGo app is an attractive business 
with a payout period between 2 and 5 years but with substantial profits for its 
shareholders once the business scales. Regarding the seed capital needed to launch the 
business, we rather be cautious and ask for a $500k from the several funding options 
described in Chapter 6. We are especially interested in those ones that will provide not 
only the necessary funds but also mentorship and experience. In exchange for this 
invaluable help we are willing to give 15% equity of our company.   
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Figure 27. Optimistic scenario. Four-year evolution of the key financial parameters. 
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APPENDICES 
Appendix A: Top 20 restaurants from the 2016 Restaurants & Institutions magazine 
ranking 
  
  
54 
Appendix B: Pre-launch plan schedule 
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Appendix C: financial plan assumptions 
Before analyzing each financial form, it is important to explain all the assumptions that have 
been taken into consideration as well as which are our key performance indicators.  
General Assumptions 
Table C.1. General Assumptions 
Number of full service restaurants in the US  232.600    
Full-service restaurants annual sales  $192.500.000.000  
Restaurant's Avg. Annual Revenue   $827.601  
Restaurant's Avg. Monthly Revenue  $68.967  
% Commission per payment 5% 
Avg. Installation fee  $499  
Nº of employees for the first 500 restaurants   3    
Nº of employees when 500+ restaurants  10    
 
Office lease assumptions 
Table C.2.  Direct Asking Lease Rates ($/SF/Year) 
Space Type Location Source Average 
Office 
Chicago Business District 
Colliers 
16Q4 
$38,00 
Central Loop $36,85 
East Loop $34,36 
North Michigan Avenue $36,72 
River North $38,53 
West Loop $41,16 
 
Results shown in all financial forms are calculated assuming that our office will be located at 
East Loop, Chicago. Therefore, assuming 450 sq. ft. for a 3-employee office and 1,500 sq. ft. for 
a 10-employee office, it is estimated that annual rent would be $15,530 and $51,760 respectively. 
This amount is due every January. The time when we are planning to upgrade to a bigger office 
depends on the scenario and the number of lined up restaurants. It is important to bear in mind 
that we have to have enough space to accommodate new employees before hiring them. 
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Therefore, all financial models assume that we will move to a new office once the number of 
restaurants surpasses 275, so that by the time we reach 500 establishments we are prepared.  
Other expenses assumptions 
Table C.3. Other Expenses 
Item Comments 
Marketing  
Online Marketing Year 1: 100% Online Marketing ($5,000/M).  Year 2: $5,000/M on Online Marketing and $2,000/M on Agencies 
Agencies Mid Year 3: $2,000/M more on Online Marketing  
General & Administrative  
Salaries  Monthly wage ($/M): $2,500 
Social Security Benefits Social Security tax rate: 7.65% 
Payroll taxes Payroll tax rate: 3.75% 
Outsourced Professional Services  
Accounting Services $2,000 per month, recurring and constant 
Legal Services $3,000 per month, recurring and constant 
Utilities  
Electricity If 3 employees: $80/month, if 10 employees: $160/month 
Water If 3 employees: $20/month, if 10 employees: $40/month 
Heating If 3 employees: $100/month, if 10 employees: $200/month 
Internet + voice If 3 employees: $120/month, if 10 employees: $400/month 
Repairs & maintenance First 1000 restaurants: $100/establishment. If 1,000+ restaurants: $60/establishment 
Travel Avg. of $65/restaurant for each new establishment. Transportation costs for other restaurants are part of repair & maintenance costs. 
Other Expenses 20% of all expenses 
Other one-time expenses  
Office remodeling $5.000 for the first office (3 employees) and $20.000 for the new office (10 employees) 
Mobile app development $75.000 for the first app development & testing and $20.000 for a second major version in Y3Q1 
Team building events 2 major events per year (June and December) + other activities counted in line item “Other Expenses” 
Depreciation  
Office equipment 7 year straight line 
Computer software 4 year straight line 
Taxes 25% paid every quarter 
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Appendix D: pessimistic financial scenario 
Pro Forma Yearly Income Statement – Pessimistic      
  Y1 Y2 Y3 Y4 
Revenue $49.865 $228.035 $557.060 $1.191.835 
Installation fees $17.465 $32.435 $69.860 $132.235 
Transaction fees $32.400 $195.600 $487.200 $1.059.600 
-     Expenses $148.258 $281.842 $296.842 $371.826 
Marketing $30.000 $84.000 $94.000 $108.000 
Online marketing $30.000 $60.000 $70.000 $84.000 
Agencies $0 $24.000 $24.000 $24.000 
-     General & administrative $118.258 $197.842 $202.842 $263.826 
Salaries $45.000 $90.000 $90.000 $107.500 
Social security benefits $3.443 $6.885 $6.885 $8.224 
Payroll taxes $1.688 $3.375 $3.375 $4.031 
Depreciation $0 $18.214 $23.214 $26.071 
Rent $15.528 $15.528 $15.528 $51.760 
Outsourced Professional Services $50.300 $60.000 $60.000 $60.000 
Accounting Services $12.000 $24.000 $24.000 $24.000 
Legal Services $38.300 $36.000 $36.000 $36.000 
Utilities $2.300 $3.840 $3.840 $6.240 
Electricity – other $400 $960 $960 $1.360 
Water $100 $240 $240 $340 
Natural gas $500 $1.200 $1.200 $1.700 
Heating $500 $1.200 $1.200 $1.700 
Other utilities $1.300 $1.440 $1.440 $2.840 
Internet + voice $1.300 $1.440 $1.440 $2.840 
-     Other operating expenses $74.972 $193.568 $391.768 $1.065.765 
Repairs & maintenance $13.500 $81.500 $203.000 $690.000 
Travel $18.000 $32.500 $70.000 $132.500 
Other  $43.472 $79.568 $118.768 $243.265 
-     Non-recurring items $76.000 $2.000 $24.000 $22.000 
Other one-time expenses $76.000 $2.000 $24.000 $22.000 
Facility remodeling $5.000 $0 $0 $20.000 
Technology Outside Services $70.000 $0 $20.000 $0 
Team building events $1.000 $2.000 $4.000 $2.000 
     EBITDA -$249.365 -$231.161 -$132.336 -$241.685 
EBITDA margin % -500% -101% -24% -20% 
-     EBIT -$249.365 -$249.376 -$155.551 -$267.757 
Interest expense $0 $0 $0 $0 
- 
    EBT -$249.365 -$249.376 -$155.551 -$267.757 
Taxes $0 $0 $0 $0 
- 
    Net income -$249.365 -$249.376 -$155.551 -$267.757 
Cumulative net income -$249.365 -$498.740 -$654.291 -$922.048 
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Appendix E: average financial scenario 
Pro Forma Yearly Income Statement – Average     
  Y1 Y2 Y3 Y4 
Revenue $85.830 $395.155 $1.109.385 $2.821.925 
Installation fees $22.455 $47.405 $119.760 $286.925 
Transaction fees $63.375 $347.750 $989.625 $2.535.000 
- 
    Expenses $148.258 $281.842 $338.331 $531.146 
Marketing $30.000 $84.000 $94.000 $108.000 
Online marketing $30.000 $60.000 $70.000 $84.000 
Agencies $0 $24.000 $24.000 $24.000 
-     General & administrative $118.258 $197.842 $244.331 $423.146 
Salaries $45.000 $90.000 $90.000 $247.500 
Social security benefits $3.443 $6.885 $6.885 $18.934 
Payroll taxes $1.688 $3.375 $3.375 $9.281 
Depreciation $0 $18.214 $26.071 $26.071 
Rent $15.528 $15.528 $51.760 $51.760 
Outsourced Professional Services $50.300 $60.000 $60.000 $60.000 
Accounting Services $12.000 $24.000 $24.000 $24.000 
Legal Services $38.300 $36.000 $36.000 $36.000 
Utilities $2.300 $3.840 $6.240 $9.600 
Electricity – other $400 $960 $1.360 $1.920 
Water $100 $240 $340 $480 
Natural gas $500 $1.200 $1.700 $2.400 
Heating $500 $1.200 $1.700 $2.400 
Other utilities $1.300 $1.440 $2.840 $4.800 
Internet + voice $1.300 $1.440 $2.840 $4.800 
-     Other operating expenses $82.172 $242.168 $585.866 $1.279.629 
Repairs & maintenance $19.500 $107.000 $304.500 $690.000 
Travel $18.000 $47.500 $120.000 $287.500 
Other  $44.672 $87.668 $161.366 $302.129 
- 
    Non-recurring items $76.000 $2.000 $44.000 $2.000 
Other one-time expenses $76.000 $2.000 $44.000 $2.000 
Facility remodeling $5.000 $0 $20.000 $0 
Technology Outside Services $70.000 $0 $20.000 $0 
Team building events $1.000 $2.000 $4.000 $2.000 
     EBITDA -$220.600 -$112.641 $167.259 $1.035.221 
EBITDA margin % -257% -29% 15% 37% 
- 
    EBIT -$220.600 -$130.856 $141.187 $1.009.149 
Interest expense $0 $0 $0 $0 
- 
    EBT -$220.600 -$130.856 $141.187 $1.009.149 
Taxes $0 $0 $35.297 $252.287 
- 
    Net income -$220.600 -$130.856 $105.891 $756.862 
Cumulative net income -$220.600 -$351.455 -$245.565 $511.297 
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Pro Forma Yearly Income Statement – Average (%)     
  Y1 Y2 Y3 Y4 
Revenue $85.830 $395.155 $1.109.385 $2.821.925 
Installation fees % 26% 12% 11% 10% 
Transaction fees % 74% 88% 89% 90% 
-     Expenses $148.258 $281.842 $338.331 $531.146 
Marketing 10% 16% 10% 6% 
Online marketing 100% 71% 74% 78% 
Agencies 0% 29% 26% 22% 
-     General & administrative 39% 38% 25% 23% 
Salaries & SS 42% 51% 41% 65% 
Depreciation 0% 9% 11% 6% 
Rent 13% 8% 21% 12% 
Outsourced Professional Services 43% 30% 25% 14% 
Utilities 2% 2% 3% 2% 
-     Other operating expenses $82.172 $242.168 $585.866 $1.279.629 
Repairs & maintenance 6% 20% 31% 38% 
Travel 6% 9% 12% 16% 
Other  15% 17% 17% 17% 
- 
    Non-recurring items $76.000 $2.000 $44.000 $2.000 
Other one-time expenses 25% 0% 5% 0% 
     EBITDA -$220.600 -$112.641 $167.259 $1.035.221 
EBITDA margin % -257% -29% 15% 37% 
- 
    EBIT -$220.600 -$130.856 $141.187 $1.009.149 
EBITDA margin % -257% -33% 13% 36% 
- 
    EBT -$220.600 -$130.856 $141.187 $1.009.149 
EBITDA margin % -257% -33% 13% 36% 
- 
    Net income -$220.600 -$130.856 $105.891 $756.862 
Net income margin % -257% -33% 10% 27% 
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Appendix F: optimistic financial scenario 
Pro Forma Yearly Income Statement – Optimistic     
  Y1 Y2 Y3 Y4 
Revenue $104.355 $557.580 $1.780.360 $5.338.710 
Installation fees $22.455 $59.880 $169.660 $494.010 
Transaction fees $81.900 $497.700 $1.610.700 $4.844.700 
-     Expenses $148.258 $281.842 $357.826 $589.631 
Marketing $30.000 $84.000 $94.000 $108.000 
Online marketing $30.000 $60.000 $70.000 $84.000 
Agencies $0 $24.000 $24.000 $24.000 
-     General & administrative $118.258 $197.842 $263.826 $481.631 
Salaries $45.000 $90.000 $107.500 $300.000 
Social security benefits $3.443 $6.885 $8.224 $22.950 
Payroll taxes $1.688 $3.375 $4.031 $11.250 
Depreciation $0 $18.214 $26.071 $26.071 
Rent $15.528 $15.528 $51.760 $51.760 
Outsourced Professional Services $50.300 $60.000 $60.000 $60.000 
Accounting Services $12.000 $24.000 $24.000 $24.000 
Legal Services $38.300 $36.000 $36.000 $36.000 
Utilities $2.300 $3.840 $6.240 $9.600 
Electricity – other $400 $960 $1.360 $1.920 
Water $100 $240 $340 $480 
Natural gas $500 $1.200 $1.700 $2.400 
Heating $500 $1.200 $1.700 $2.400 
Other utilities $1.300 $1.440 $2.840 $4.800 
Internet + voice $1.300 $1.440 $2.840 $4.800 
-     Other operating expenses $82.172 $270.968 $744.565 $1.540.326 
Repairs & maintenance $19.500 $118.500 $383.500 $690.000 
Travel $18.000 $60.000 $170.000 $495.000 
Other  $44.672 $92.468 $191.065 $355.326 
- 
    Non-recurring items $76.000 $2.000 $44.000 $2.000 
Other one-time expenses $76.000 $2.000 $44.000 $2.000 
Facility remodeling $5.000 $0 $20.000 $0 
Technology Outside Services $70.000 $0 $20.000 $0 
Team building events $1.000 $2.000 $4.000 $2.000 
     EBITDA -$202.075 $20.984 $660.040 $3.232.824 
EBITDA margin % -194% 4% 37% 61% 
- 
    EBIT -$202.075 $2.769 $633.968 $3.206.752 
Interest expense $0 $0 $0 $0 
- 
    EBT -$202.075 $2.769 $633.968 $3.206.752 
Taxes $0 $692 $158.492 $801.688 
- 
    Net income -$202.075 $2.077 $475.476 $2.405.064 
Cumulative net income -$202.075 -$199.998 $275.479 $2.680.543 
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Pro Forma Yearly Income Statement – Optimistic (%)     
  Y1 Y2 Y3 Y4 
Revenue $104.355 $557.580 $1.780.360 $5.338.710 
Installation fees % 22% 11% 10% 9% 
Transaction fees % 78% 89% 90% 91% 
- 
    Expenses $148.258 $281.842 $357.826 $589.631 
Marketing 10% 15% 8% 5% 
Online marketing 100% 71% 74% 78% 
Agencies 0% 29% 26% 22% 
-     General & administrative 39% 36% 23% 23% 
Salaries & SS 42% 51% 45% 69% 
Depreciation 0% 9% 10% 5% 
Rent 13% 8% 20% 11% 
Outsourced Professional Services 43% 30% 23% 12% 
Utilities 2% 2% 2% 2% 
-     Other operating expenses $82.172 $270.968 $744.565 $1.540.326 
Repairs & maintenance 6% 21% 33% 32% 
Travel 6% 11% 15% 23% 
Other  15% 17% 17% 17% 
- 
    Non-recurring items $76.000 $2.000 $44.000 $2.000 
Other one-time expenses 25% 0% 4% 0% 
     EBITDA -$202.075 $20.984 $660.040 $3.232.824 
EBITDA margin % -194% 4% 37% 61% 
- 
    EBIT -$202.075 $2.769 $633.968 $3.206.752 
EBITDA margin % -194% 0% 36% 60% 
- 
    EBT -$202.075 $2.769 $633.968 $3.206.752 
EBITDA margin % -194% 0% 36% 60% 
- 
    Net income -$202.075 $2.077 $475.476 $2.405.064 
Net income margin % -194% 0% 27% 45% 
 
 
 
